This unit, Changing minds, changing behaviour, allows students to explore the persuasive power of advertising by analysis of a narrative television advertisement and one short animated documentary.
1.1 respond to imaginative, factual and critical texts, including the required range of texts, through wide and close listening, reading and viewing 1.3 compose imaginative, factual and critical texts for different purposes, audiences and contexts 1.5 interpret, question and challenge information and ideas in texts through close study 1.9 demonstrate understanding of the complexity of meaning in texts OUTCOME 2: A student uses a range of processes for responding to and composing texts 2.2 use and adapt the processes of planning, drafting, rehearsing, responding to feedback, editing and publishing to compose texts over time 2.9 techniques for planning and rehearsing including brainstorming, mind mapping, storyboarding, role-play and improvisation OUTCOME 3: A student responds to and composes texts in different technologies 3.2 respond critically and imaginatively to texts in a range of technologies, including video, computers, print and handwriting OUTCOME 4: A student uses and describes language forms and features, and structures of texts appropriate to different purposes, audiences and contexts 4.3 adapt texts for different purposes, audiences and contexts and articulate the effects on meaning 4.7 the effectiveness of specific language forms and features and structures of texts for different purposes, audiences and contexts and for specific modes and mediums
Syllabus outcomes
Students learn to Students learn about OUTCOME 5: A student makes informed language choices to shape meaning with accuracy, clarity and coherence . Many video advertisements use narrative to inform, engage and interest viewers emotionally and persuade them to take some form of action. This action may be to buy a product, sign a petition, attend an event, or change their behaviour. Sometimes (as in Can you live with dirty water?), the purpose is to raise awareness of an issue -the action or response required is not made explicit. In this unit students explore the use of narrative in video advertisements.
The successful marketing of bottled water is a means for students to explore how advertisers manufacture demand for products by exploiting our fears, insecurities and fantasies. Using the contrasting example of a campaign to raise awareness about the lack of clean water in developing countries, students will reflect on ways that advertising sets out to change minds and behaviour.
Explain to students that they will work in creative teams to write a script for a narrative-style public service advertisement to persuade viewers not to buy bottled water, relating this to the fact that, unlike people in many developing countries, most people in developed countries have access to clean tap water. Their advertisement will aim to change thinking and behaviour patterns by working on viewers' senses, emotions and thoughts, perhaps using shock value or humour. 
Can you live with dirty water?
The narrative advertisement Can you live with dirty water? uses incongruity and shock to persuade viewers to take action to solve a problem. The aim is to provoke a strong (negative) emotional reaction in the responder, such as fear, anger or disgust. Public service advertisements about social issues often have high shock value. Can students think of any such advertising campaigns using • What are the positive and negative emotions the advertisement aims to provoke?
• What is the problem that needs a solution?
• Is there a 'call to action' in this advertisement -what might the advertiser want responders to think and do after watching?
After watching the advertisement, think-pair-share answers to the pre-viewing questions, then briefly share with the class. The questions will later be discussed at length.
Replay the clip with the soundtrack and discuss how this affects the viewer. What is the role or the purpose of this sort of soundtrack? The soundtrack to the advertisement is 'Heart's a Mess' by Belgian-born Australian artist Gotye (Wally de Backer).
• What are the lyrics saying?
• What lines catch in your mind as you are listening?
• What effect do the softly sung, mellow lyrics and laid back music havecombined with the beautiful summer's day -that are then transformed by filthy water?
Have students think-pair-share then individually write responses to these questions.
Class discussion and modelling using a film log sheet
The major shock tactic of this advertisement is the woman giving the baby its bottle with filthy water in it.
On the interactive whiteboard, guide the students through the build up of narrative tension leading to this climactic event, as mother, bottle, and baby are intercut with children playing. Students collaborate with the teacher to note the timing and action, using a film log sheet with a time-code column (search 'film log sheet' or 'camera log sheet' online to source or create your own; print and hand out to each student). Pause to discuss items with students at each point and introduce some simple film technique metalanguage. Use a glossary of film terms. 
36-51 seconds
Text screens giving facts on the problem of access to clean water for people in developing nations -a feeling of great tension is created as we linger on the text while the baby being given the water is delayed; a feeling of guilt is provoked with the rhetorical effects used in this persuasive written text (discussed in depth later)
seconds
The baby drinks the bottle in close up Lead discussion on: What is the advertisement trying to 'sell'? What is its purpose and message? Many people in the world do not have clean water, but it's something that we in developed nations take for granted.
As it's an advertisement for a charity, it's trying to get us to change our thinking and our western complacency and realise that others are not as well off. That's a start, but it might also want us to help change and improve things. This is perhaps implied but certainly not explicit. What is the role or purpose of this written text above the video clip? Does this provide any information about the purpose of the clip? (such as to make wealthy people take notice or become aware that not all people have access to safe drinking water). The images contrast the problems and the solutions, with further information and also a section where you can contribute things such as money for water purification tablets.
Guided discussion

Was the message of Can you live with dirty water?
6 delivered in an explicit coda stage of the narrative? The text screens provide an explicit coda and the persuasive written text of the advertisement. Show the text screens (36 to 51 seconds):
1
The first text screen impersonally states a fact.
2
The second screen gives a vivid, concrete example (immediately meaningful to its audience) of how many people this is. These screens provide factual information that appeals to the logos/the mind and provides factual information for the viewer.
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The third text screen, in contrast, has a very emotive statement with an opinion: 'We can't live with that fact.' The figure of speech 'can't live with' is used when people are very upset; it alludes to a situation being unbearable. The affective language is high in strength. The emotions expressed are concerned with social wellbeing -with feeling insecure.
A moderate degree of obligation is expressed with the use of the modal auxiliary verb 'can't' (the use of modality is a feature of persuasive texts). The pronoun 'we' is intriguing. What do students think it might mean? We don't know who 'we' is until the end of the advertisement, but could 'we' also perhaps mean all right-minded people, all people with a conscience? Is it World Vision, the author of the text? Is the viewer one of 'us' or not?
4
The fourth text screen turns the table on the viewer with a direct and personal question: 'Can you?' (with the modal verb indicating a level of obligation).
How does this rhetorical device of asking a question of the responder to explicitly engage them make students feel? Is the behaviour of the viewer being implicitly judged? What is the viewer being asked? Is it an appeal to the viewer's ethical sense?
We've worked out that there is a coda stage to this narrative. Now students go back to work out and describe the orientation stage and the complication stage of the narrative. Use a worksheet with the following questions, which students fill in individually.
What is the setting? In a typical narrative the stage that comes after orientation and complication is resolution; when characters try to work out the problem. In this narrative the characters appear oblivious to the problem, so is there a resolution stage to this narrative?
What is the significance of the characters being oblivious to the problem and not trying to solve it, in relation to the coda and its persuasive text? Ask students individually to explain in writing why they think the characters do not see a problem to be resolved. Students can share their responses in groups.
Vocabulary exercise -using Plutchik's Wheel of Emotions
The advertisement appeals very strongly to the emotions. As we have seen, the characters themselves are oblivious to the problem and express no emotions regarding it, but what are students' emotional responses? Note how some emotions can relate to physical sensations -is feeling disgust a physical feeling or an emotional feeling?
Plutchik's Wheel of Emotions 7 grades the intensity of emotions and connections between emotions like a colour wheel. Using Plutchik's Wheel of Emotions, students choose emotions they felt at the orientation stage of the advertisement, and the feelings experienced at the series of complications. Students should also choose at least three of their own words to convey their emotions more subtly, but must work out where these would fit on Plutchik's wheel. Don't forget the effect the soundtrack and lyrics had on students' emotions. Have them look back to their worksheets where they answered this question to some extent. Choose emotions from the wheel to represent the effect of the soundtrack and lyrics.
On the whiteboard, tick the emotions felt by students on Plutchik's Wheel and add the students' own choice of words into the correct position on the wheel, guided by students. They can then see how intense or weak the words and corresponding emotions are.
Reflection
The Can you live with dirty water? advertisement also makes viewers think -it engages thought processes with its coda after first strongly engaging senses and emotions. The advertisement aims to influence the viewer and change their point of view.
One of the purposes of these kinds of clips is to raise awareness of global sustainability issues and have them 'go viral' through social media. As points for discussion: How successful was the clip, taking into account that students also took the required action and visited its website to learn more? Was it a good advertisement? Do students think they would have gone to look at the website themselves? How could you share this clip with others? Why do people share clips via Facebook and other social media?
The story of bottled water
In Australia people are lucky to have clean tap water to drink, so it is ironic that people in developed countries spend so much on bottled water. Bottling water creates pollution (carbon emissions) in production, transportation and disposal. Drinking bottled water is mostly unnecessary, thus the bottled water industry is an example of manufacturing demand by advertisers heavily marketing bottled water. Have students view the film both as an example of a text that aims to persuade the viewer to agree with its point of view and to take action to solve a problem, and as background research for their own scripts. From the website: 'The film concludes with a call to take back the tap, not only by making a personal commitment to avoid bottled water, but by supporting investments in clean, available tap water for all.'
The class will now watch The Story of Bottled Water
The annotated script 9 of The Story of Bottled Water allows students to see the source of its facts and information.
Small group work
Have students look at the footnoted version of the script -does it seem to be a reliable text? With the film and footnoted script in mind, does it seem to be a balanced view on the subject? For example, it states that soft drink (soda) sales were falling and soft drink manufacturers had to think of a way to increase sales. Might soft drink manufacturers instead have been interested in people's health in offering bottled water as an alternative? Could there be favourable interviews with bottled water manufacturers and statistics on improved health when bottled water is available?
Trying to see from the point of view of your opposition can help develop an advertising campaign. Assemble the students in their creative teams. Have students play Devil's Advocate (take up an argument or position you don't necessarily agree with to create debate), and think from the point of view of bottled water companies. Each team should have a scribe to make notes of ideas and a presenter who shares with the class.
Examples of nominalisation
Have creative teams search the transcript of The Story of Water for -ion, -ment and -ness endings. They will notice that virtually all such endings are found in the more academic, formal footnotes.
Choose several of the more informal paragraphs from The Story of Bottled Water for students in their creative teams to transform into very formal writing using nominalisation.
Have students focus on turning verbs in the text into nouns. Model how to highlight verb groups. Point out that it's not just a question of nominalisation -that whole sentences have to be rewritten and the sentences become passive rather than active when the agency is removed. Use the example below or create your own.
Original paragraph showing verb groups (in bold)
Paragraph rewritten using nominalisation I was curious about where the plastic bottles that I put in recycling bins go. I found out that shiploads were being sent to India. So, I went there. I'll never forget riding over a hill outside Madras where I came face to face with a mountain of plastic bottles from California. Real recycling would turn these bottles back into bottles. But that wasn't what was happening here. Instead these bottles were slated to be downcycled, which means turning them into lower quality products that would just be chucked later. The parts that couldn't be downcycled were thrown away there; shipped all the way to India just to be dumped in someone else's backyard.
Curiosity about the final repository of the plastic bottles I had placed in recycling bins led me to India, after my discovery of their mass transportation. My confrontation with a mountain of plastic bottles from California after my ascent of a hill outside Madras was an unforgettable experience. Elements of the bottles were due for transformation into lower quality, discardable products -downcycled rather than fully recycled -while other parts would become refuse, shipped all the way to India for this purpose.
A rewritten paragraph can help show how overusing nominalisation can create writing that appears too dense and formal for a young audience. Does the example paragraph when rewritten sound formal and stilted? One benefit is a drastically reduced word count, but which would students prefer to read or hear spoken? Encourage the students to have fun turning their simply written paragraph into tortured prose. to the fourth paragraph on page 2, and discuss the concept of manufactured demand.
Use the quote on page 4: 'Scaring us, seducing us, and misleading us -these strategies are all core parts of manufacturing demand.' Share read footnote 7, which has more information on manufactured demand. Focus on this quote to provoke discussion on how advertisements manipulate us to want things: They must aim to create the script for an ethical advertisement, so the third ingredient of manufactured demand, 'misleading the audience', is out. Encourage teams to use factual information and seek to engage the emotions of their target audience of young people their own age. Their advertisement might be aimed at being aired on World Water Day (March 22).
In class 'market research'
To get to know why their target audience (their own demographic) like to buy and drink bottled water, creative teams should think of the reasons why they buy or have bought bottled water. Have a scribe in each team note reasons and teams share their findings with the class.
The script is to include facts about bottled water in developing countries and the lack of clean water in developing countries, in a text screen or a voice-over.
For the target audience, students will mostly want to keep the information simple and understandable. However, students may find nominalisation will make their facts sound more authoritative and impersonal. For information about bottled water in an Australian context, the article 'Water on the brain: How our use of bottled water defies logic' 13 can be a good starting point.
Writing a draft (or practice) script
Have students in creative teams revisit the World Vision advertisement Can you live with dirty water?
14 and add to work they have already done on a log sheet, to this time describe the changing camera techniques throughout.
Students are only focusing on cuts, zoom ins and outs and close ups; not medium or long shots, which have not been discussed. You might provide each student with a printout of the glossary of film terms, for reference.
To practise, have them describe the action in Can you live with dirty water?
Each paragraph of action is a new scene (such as the kitchen or garden). The phrasing 'We see' and 'We hear' should be used. Simple camera directions should be used -some of which have already been logged and can be worked into the script. Students should try to use action verbs that exactly describe the action. Students should describe the facial expressions but not try to express what the characters may be thinking; if necessary, use modality to describe their apparent emotions; for example, 'The mother seems oblivious to the dirty water coming from the tap.'
Model option or extension
Students must model their advertisement script after the World Vision advertisement. If some groups prefer a more humorous tone, they might be given the option of using the Commonwealth Bank School Banking 15 advertisement, which has a funny and appealing narrative, as their model. If some students do choose School Banking, guide them in analysis of that advertisement. You might also use analysis of the clip School Banking for all groups as an extension of this unit, for more depth and contrast and for further analysis of language in voice-overs and of film techniques.
If the option and extension activities aren't chosen, go straight to the creative brief.
School Banking -option or extension
The banking industry seems to favour narrative advertisements and the Commonwealth Bank maintains a media gallery 16 of television advertisements with downloadable transcripts.
Discuss how the School Banking advertisement uses humour to get its message across. Which approach do students prefer, the very serious shock value approach of the World Vision advertisement or the light-hearted, humorous approach?
For students who choose School Banking, or if this activity is used as an extension of this unit for the class, download and print the School Banking transcript 17 (.pdf 44.8 KB). Students watch the advertisement again while reading the transcript, which shows the voice-over and describes the action appearing on the screen.
Lead questioning to get students to compare and contrast the two advertisements, School Banking and Can you live with dirty water?
